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ABSTRACT
This study assesses the benefits of hiking for visitors to the Jeju Olle Trail on Jeju Island
in Korea, which has been designated as a World Heritage Site. Data were collected
from a total of 318 tourists visiting the Jeju Olle Trail. The study focused on
comparing the benefits sought by first-time visitors and those of repeat visitors.
Analytical results found that first-time visitors and repeat visitors sought different
benefits from their hiking experiences. First-time visitors sought to observe nature
and interact with people. For first-time visitors, benefits that delighted them were
buying unique souvenirs and enjoying educational experiences, whereas repeat
visitors demonstrated a good assessment on interactions with new people and
buying unique souvenirs.
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Introduction
Adverse impacts of mass tourism have led to alterna-
tive new tourism patterns that require social and
environmental responsibility from all stakeholders,
including the tourists themselves, corporate entities,
policy makers, and local residents (Adongo, Kim, &
Elliot, 2019; Prince & Ioannides, 2017; Su, Swanson, &
Chen, 2018; Weaver, 2001). Many of the approaches
to alternative forms of tourism seek to synchronize
tourism with the preservation of local culture and
nature (Adongo & Kim, 2018; Honey, 2008; Weaver &
Lawton, 2007). Ecotourism has emerged from those
efforts and encompasses a variety of terms, such as
nature-based tourism, adventure tourism, alternative
tourism, and green tourism (Honey, 2008; Prince &
Ioannides, 2017).
Among those diverse dimensions, hiking is one
tourist activity that is evoked as an intersection
concept, combining ecotourism, cultural tourism,
and adventure tourism (Gyimóthy & Mykletun, 2004;
Mu & Nepal, 2016; Weaver, 2001). As a core tourism
product, hiking tourism includes a wide range of con-
ditions that are attractive tourism products, such as
sensory pleasures, aesthetics, education, health,
adventure, relaxation, and spirituality (Kastenholz &
Rodrigues, 2007). From the viewpoint of the local gov-
ernment of a tourist destination, hiking trail develop-
ment is imperative because it helps to expand the
destination’s variety of tourist attractions and pro-
motes its authentic culture and natural scenic magnifi-
cence (Moore & Shafer, 2001; Wolf, Brown, & Wohlfart,
2017).
Approximately 13% of Americans participated in
hiking activities in 2016 - a significant increase from
9.2% in 2012 (Statista, 2017). In South Korea, the popu-
larity of hiking has continued since 2007, when the
first hiking trail on Jeju Island, the Jeju Olle Trail
(JOT), was launched. The popularity of that trail has
increased along with the growth of slow tourism
values and has inspired the development of roughly
595 hiking trails all over the country, with various
themes such as mountain trails, pine tree forest
trails, Confucianism cultural trails, ecology and
culture trails, and forest therapy trails (Kang, 2014;
Lee, Kim, Graefe, & Chi, 2013; Woo, Sohn, San Ahn,
Yoon, & Spate, 2013). The JOT has had a huge
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influence on various aspects of the community, such
as enhancement of community unity, health, and
well-being, and formulation of a new community
business environment in the trail communities (Lee
et al., 2013; Woo et al., 2013).
Although the above-noted literature has high-
lighted an increasing research interest in hiking
tourism, important research gaps exist. First, most
hiking studies have focused on analyzing the dimen-
sions of benefits sought from hiking (Nordbø & Pre-
bensen, 2015; Wolf et al., 2017; Wolf & Wohlfart,
2014). Some studies have been limited to assessing
hiking trail features and benefits (Kastenholz & Rodri-
gues, 2007; Sarigöllü & Huang, 2005). In particular,
some studies have analyzed the role of subjective
benefits of well-being, in association with hikers’
motivation or values (Kim, Lee, Uysal, Kim, & Ahn,
2015; Wolf & Wohlfart, 2014). Nevertheless, previous
studies have failed to explore in detail which of the
various benefits really delight hikers, and why.
Second, previous studies have identified the impor-
tance of understanding the dissimilarity between first-
time visitors and repeat visitors. Those studies’
findings have indicated that the travel experiences,
perceptions, and behaviors of the two groups of visi-
tors differ (Petrick, 2004; Um, Chon, & Ro, 2006). For
instance, first-time visitors focus more on information
about a destination’s attributes, and their perception
of quality is lower than that of repeat visitors. They
are attracted to new attractions in a destination, and
it costs more to promote to them. Repeat visitors
focus more on a destination’s emotional or psycho-
logical significance, so recalling their positive mem-
ories can attract them with less expense. In light of
that, hikers who are visiting hiking trails probably
have different needs, but few studies so far have
explored those differences.
Third, few studies have used two new methods,
IRPA and IAA to assess hikers’ experiential quality
(Nordbø & Prebensen, 2015). These methods go
beyond importance-performance analysis (IPA)
which is vulnerable to flaws, such as the vagueness
of the concept of importance, a lack of convergent val-
idity because of the different interpretations of the
importance attributed to different measurements,
and the arbitrariness of the selection of cutoff points
between scale means and grand means of perform-
ance and importance scores (Jaccard, Brinberg, & Ack-
erman, 1986; Mikulić & Prebežac, 2008).
Because of the existing research gaps and the need
to provide practical hiking recommendations, it is
important to compare the underlying needs of first-
time visitors to the Jeju Olle hiking trail with the
needs of repeat visitors. This study has four specific
objectives. First, it compares profiles of sociodemo-
graphic and travel-related characteristics of first-time
visitors with those of repeat visitors. Second, the per-
formance of each benefit of the JOT is compared
with the impact on hiker satisfaction, by using IRPA.
Third, impact asymmetry is calculated and interpreted,
according to the steps of IAA, in order to recognize the
role that each benefit has on the hikers’ delight in their
hiking experience. By using two methods that can
identify the fundamental needs and excitement
factors of the JOT experience for first-time and
repeat-visit hikers, this study aims to bridge the gaps
in previous research and also offers managerial insights.
Literature review
Benefits associated with hiking tourism
Studies of hiking benefits have addressed the fact that
hiking offers a variety of benefits, including improved
physical and mental health, nature appreciation, learn-
ing, socialization, and adventure seeking. First, most
studies present a consensus that hiking benefits
people’s physical and mental health (Freidt, Hill,
Gómez, & Goldenberg, 2010; Keniger, Gaston, Irvine,
& Fuller, 2013; Kim, Kim, & King, 2016; Li, Bin, & Ryan,
2017; Maria Raya, Martínez-Garcia, & Celma, 2017).
Hikers also can experience a second suite of
benefits: the opportunity to appreciate scenery, be
engrossed in nature, enjoy fresh air, watch wildlife,
and learn. A third type of benefit to hikers is edu-
cational and cultural: learning about an area’s nature,
including the local wildlife, environment, and geogra-
phy, and about the local culture, customs, and history.
Those benefits are closely associated with the discov-
ery of new knowledge or with satisfying a novelty-
seeking desire, through visiting a museum or heritage
site, visiting an ethnic group village, or observing wild-
life (Barton, Hine, & Pretty, 2009; Collins-Kreiner & Kliot,
2016; Kastenholz & Rodrigues, 2007; Kim et al., 2015;
Marafa, Ting, & Cheong, 2007; Wolf & Wohlfart, 2014).
A fourth type of benefit is that of socialization.
Hiking tourism can be enjoyed alone or with
family, friends, and like-minded people. Hiking
offers a good opportunity to strengthen family/
friend bonds, pursue intimacy, and meet people
with one’s same interests. Further, active adven-
ture seekers attempt to enjoy adventure by
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taking risky trails (Barton et al., 2009; Kastenholz &
Rodrigues, 2007; Kim et al., 2015; Marafa et al.,
2007; Nordbø & Prebensen, 2015; Wolf & Wohlfart,
2014). That benefit is also related to physical
fitness, such as a desire to pursue a healthy life-
style. Diverse additional benefits lead to relaxation,
stress release, escape from one’s routine, and
recharging of one’s energy (Collins-Kreiner &
Kliot, 2016; Kim et al., 2016; Marafa et al., 2007;
Wolf & Wohlfart, 2014). To illustrate these, a
summary of beneficial items from the tourism lit-
erature is given in Table 1.
Three-factor theory and customer delight
According to the three-factor theory (Kano, Seraku,
Takahashi, & Tsuji, 1984; Matzler & Sauerwein, 2002),
there are three types of roles in service attributes,
based on their impacts on satisfaction. First, “dissati-
sfiers” are the basic factors and represent the
minimum requirements of customers. Those factors
can lead to dissatisfaction when their performance is
low, but they cannot lead to satisfaction even if their
performance is high. The fulfillment of dissatisfiers is
necessary to prevent customer dissatisfaction,
because customers perceive those factors as being
rudimentary. The second type of factor is “satisfiers,”
which are excitement factors that have the power to
increase customer satisfaction when their perform-
ance is high. When these excitement factors perform
well, they make customers surprised. They can gener-
ate delight in those customers. Third, “hybrids” are
performance factors that can lead to satisfaction as
well as to dissatisfaction, depending on their
Table 1. Hiking benefits highlighted in literature.
A priori domains Items Previous studies
Nature-based/eco-tourism . Enjoying nature/viewing the scenic beauty
. Experiencing nature
. Enjoying the fresh air
. Looking at scenery
. Watching wildlife
. Feeling a love of nature
Barton et al. (2009); Collins-Kreiner and Kliot
(2016); Kastenholz and Rodrigues (2007); Kim
et al. (2015); Marafa et al. (2007); Wolf and
Wohlfart (2014)
Active adventure tourism . Physically exercising
. Being active outdoors
. Keeping/getting fit
. Pursuing physical and athletic goals
. Pursuing serious leisure
. Taking exercise
. Pursuing a healthy lifestyle
Barton et al. (2009); Kastenholz and Rodrigues
(2007); Kim et al. (2015); Marafa et al. (2007);
Nordbø and Prebensen (2015); Wolf and
Wohlfart (2014)
Educational/cultural tourism . Learning more about the nature and culture
. Pursuing spiritual and cultural motivation
. Pursuing religious motivation
. Experiencing/discovering new things or routes
. Visiting a heritage or historical site
. Developing leadership skills
. Increasing creativity
. Acquiring information
. Pursuing an ideology
Barton et al. (2009); Kastenholz and Rodrigues
(2007); Marafa et al. (2007); Nordbø and
Prebensen (2015); Kim et al. (2016)
Relaxation . Resting/relaxing/reviving
. Escaping physical pressures
. Pursuing self-reflection, reflexivity, and self-development
. Seeking mental benefits
Collins-Kreiner and Kliot (2016); Marafa et al.
(2007); Wolf and Wohlfart (2014)
Travel/recreation . Sightseeing
. Pursuing a new type of travel
. Playing games or recreating
Barton et al. (2009); Kim et al. (2015); Wolf and
Wohlfart (2014)
Socializing . Meeting people with same interests/new people
. Meeting family or friends
. Strengthening family ties
. Pursuing intimacy
Barton et al. (2009); Collins-Kreiner and Kliot
(2016); Kim et al. (2015); Marafa et al. (2007);
Wolf and Wohlfart (2014)
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performance level (Deng, 2007; Deng, Kuo, & Chen,
2008; Füller & Matzler, 2008; Kano et al., 1984; Kim,
Kim, & Heo, 2016; Kim, Kim, & Heo, 2019; Matzler, Hin-
terhuber, Bailom, & Sauerwein, 1996). An important
point is that the relationship between attribute per-
formance and satisfaction is neither linear nor sym-
metrical for dissatisfiers and satisfiers, but it is linear
and symmetrical for hybrid factors.
In the tourism literature, many studies investigate
customers’ and tourists’ delight (Crotts, Pan, &
Raschid, 2008; Füller & Matzler, 2008; Ma, Gao, Scott,
& Ding, 2013; Magnini, Crotts, & Zehrer, 2011). Plutchik
(1980) explains that delight is a mixture of two basic
emotions in a highly activated state: joy and surprise,
In addition, most previous studies seem to agree that
customer delight can be obtained by experiencing
positive surprise, and it has distinctive characteristics
with satisfaction (Crotts & Magnini, 2011). According
to previous studies, delight can lead to positive behav-
ioral intentions (Oliver, Rust, & Varki, 1997; Rust &
Oliver, 2000), although that is not always the case
because it seems to have a nonlinear relationship
with future intentions (Fullerton & Taylor, 2002;
Mittal & Kamakura, 2001). Torres and Kline (2006) per-
ceive delight as a consequence of satisfaction,
whereas Mikulić and Prebežac (2008) assumed that
delight is an extreme level of satisfaction and frustra-
tion is an extreme level of dissatisfaction.
First-time visitors and repeat visitors
Previous research finds significant differences
between the travel patterns and needs of first-time
visitors and those of repeat visitors. First-time visitors
in New Zealand are more likely to visit attractions
and participate in tour activities, compared with
repeat visitors (Oppermann, 1997). The two groups’
travel motivations are also different, in the sense
that first-time visitors want to explore the destination,
but repeat visitors want to consume experiences in
the destination (Lau & McKercher, 2004; Li, Cheng,
Kim, & Petrick, 2008; Oppermann, 1997). Studies find
that first-time visitors spend more than repeat visitors,
whereas repeat visitors show a higher level of revisit
intention and satisfaction than first-time visitors (Chi,
2012; Li et al., 2008; Oppermann, 1998; Petrick, 2004;
Shanka & Taylor, 2004).
Some studies are interested in identifying differ-
ences in the profiles of first-time and repeat visitors.
Li et al. (2008) explore this topic in detail. According
to Li et al. (2008), first-time visitors usually are single,
female, and relatively young, while repeat visitors
are married, male, and relatively mature. Obviously,
first-time visitors spend more time planning their
trip, and they prefer to use information from attrac-
tions and transportation sources. Decision-making by
first-time visitors is influenced by friends and family,
travel agents, or climate, whereas repeat visitors’
decision-making is influenced mainly by cost. Shanka
and Taylor (2004) also find that first-time visitors are
relatively younger than repeat visitors, and their
friends and family have an impact on their decision-
making.
Comparison of IRPA and IAA
As alternative methods to IPA, Mikulić and Prebežac
(2008) suggest two methods, IRPA and IAA, which
can supplement the shortcomings of IPA by using
derived importance – the unstandardized regression
coefficient when the dependent variable is overall sat-
isfaction. The IRPA uses a measure of the range of attri-
butes’ impacts on overall satisfaction, whereas the IAA
is an approach used to analyze the asymmetry of attri-
butes’ impacts on overall satisfaction. Both the IRPA
and the IAA are designed to assess an attribute’s
impact on overall satisfaction by comparing expec-
tation and performance (Back, 2012). After Mikulić
and Prebežac’s (2008) initial introduction of the two
analytical methods, some studies in the hospitality
and tourism, consumer behavior, and business
realms have adopted them as suitable alternatives
(Back, 2012; Back & Lee, 2015; Mikulić, Dužević, &
Baković, 2015; Woodham, Williams, & McNeil, 2016;
Ye, Fu, & Law, 2016). The two methods are superior
to IPA because importance is assessed as the impact
on satisfaction that each attribute makes. This impor-
tance measure generates reliable information for
decision-makers to improve service quality attributes
(Mikulić & Prebežac, 2008).
Methodology
Study setting
The study’s setting is the JOT on Jeju Island, which is
located off the southwest coast of South Korea, as
shown in Figure 1. Jeju Island was visited by 16
million tourists in 2016 (77.3% were domestic tourists,
22.7% were foreign tourists), and as such, it was the
second most popular tourism destination in South
Korea for foreign tourists (Jeju Tourism Association,
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2017). With its blend of attractions, the JOT presents
Jeju’s unique topography, heritage, and local lifestyle
and culture for the sophisticated nature lover. Jeju
Island itself was formed from volcanic activity and
has 368 volcanic cones speckled across the island,
with Halla Mountain as the center. This island is a reci-
pient of four awards from UNESCO in the subject cat-
egory of natural science.
The JOT was initiated by the Jeju Olle Incorporated
Association in September 2007, to benchmark the
Camino de Santiago, a famous pilgrimage trail in Spain.
As of February 2018, the JOT consisted of 26 courses,
with 21 connected main routes and 5 subroutes, along
the coastline of Jeju Island (see Figure 1). In total, the
JOT spans 425 km in length, with each course straddling
between four and six walking hours. The word “Olle” ori-
ginated froma Jeju dialectwordmeaning “anarrow road
leading up to the gate of a house from the main street”
(Hyun, Park, & Kim, 2016). The JOT encourages out-of-
island travelers to stay longer and creates spending on
the island (Kim et al., 2015).
Survey design and data collection
The study used a questionnaire, the first section of
which was related to the benefits of the JOT. As
Table 1 indicates, the list of benefit items was
extracted from previous studies. However, because
all items do not fit well to the JOT setting due to its
different geological/cultural/recreational/touristic
characteristics, only items featuring trails were
selected. In addition, from a methodological perspec-
tive, too many items may lead to complicated and
confusing interpretation of the IRPA and IAA results.
Thus, inclusion of a parsimonious set of items is
better than inclusion of many items (Mikulić et al.,
2015). Results of executing a pilot test using 25
hikers on the JOT led us to include the benefit items
“enjoy local food” and “buy unique souvenirs of the
JOT.” A total of 18 benefits from the JOT were ident-
ified, relating to benefits from being in nature (2
items), education/culture (5 items), relaxation (2
items), socializing (2 items), traveling (6 items), and
being active (1 item). In addition, respondents were
required to quantify their expectations for the 18
items that comprised the benefits from hiking the
trail and to rate the performance of each of those
items.
Examples of such questions are “Please tick the
number indicating the level of importance that you
consider regarding the ______ benefit gained from
hiking the JOT” and “Please tick the number indicating
Figure 1. Location of Jeju Olle (Source: Korea Tourism Organization, Wikimedia Commons).
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the level of performance that this trail provides
regarding the ______ benefit gained from hiking the
JOT.” One item to measure overall satisfaction was
operationalized as “Please tick the number indicating
your overall satisfaction level, based on your experi-
ence hiking the JOT.” Responses to identify impor-
tance, performance, and overall satisfaction were
measured with 5-point Likert-type scales, where “1”
indicated strongly disagree, “3” was neutral, and “5”
was strongly agree. Items requesting demographics
and general travel profiles were measured as categori-
cal variables.
Because this study assumed that the characteristics
of travelers in all courses were similar to each other,
data were collected at two courses of the JOT: at the
end of Courses 5 and 7. The reason why the two
courses were selected was they were most well-known
to hikers and have the highest demand of hiking.
Three interviewers, who were briefed on the purpose
of this study, participated in the data collection pro-
cedure.Datawere collectedonweekdaysandweekends
for three weeks in June 2016 as profiles of hikers can be
different according to the day of the week.
To select appropriate samples, a systematic
sampling method was adopted by intercepting every
10th hiker walking on the trail to capture responses
from different groups, even though a group size was
diverse. The survey was administered at the end of
the hiking courses and it took about 10–15 minutes.
Because the study population was 18 year or older
Korean hikers out of the island, one screening ques-
tion asked whether the hiker was a non-resident of
the island. As an incentive to enhance the partici-
pation rate, Jeju chocolates were offered as a token
of gratitude. Among a total of 322 respondents who
completed the questionnaire, 318 responses were
used for further data analyses. The first-time visitors
constituted 45.3% of the sample, whereas 54.7% of
the respondents were repeat visitors.
Computation of IRPA and IAA
The major procedures and equations of the IRPA and
IAA methods were as follows.
Two sets of variables are made: one of which was a
set of low-performance cases and the other was a set
of high-performance cases. Then, multiple regressions
were run using two sets of dummy variables as inde-
pendent variables and overall satisfaction as the
dependent variable. The reward index (RI) is the
unstandardized regression coefficients of the
dummy variables of high performance, while the
penalty index is the unstandardized regression coeffi-
cients of the dummy variables of low performance. A
two-dimensional grid is constructed with RIOCS on
the horizontal axis and performance on the vertical
axis. The grid is divided into four quadrants, using
the grand means as the axes.
A two-dimensional grid is constructed with the
impact asymmetry scores on the vertical axis and
the RIOCS values on the horizontal axis. The horizontal
axis is divided into five parts, according to the degree
of impact asymmetry on overall satisfaction: “deligh-
ters” (IA index > 0.40), “satisfiers” (0.40 ≥ IA index >
0.10), “hybrids” (0.10≥ IA index≥−0.10), “dissatisfiers”
(−0.10 > IA index≥−0.40), and “frustrators” (IA index
<−0.40). The RIOCS is set according to the distribution
of attributes (Back, 2012; Ye et al., 2016). The criteria of
IA index and RIOCS values for classifying five parts on
the horizontal axis and three parts on the vertical axis
followed the recommendations of previous studies
(Mikulić & Prebežac, 2008; Mikulić & Prebežac, 2012).
Results
Profile of respondents
Among first-time visitors, 58.0% of the respondents
were females, and 70.9% were married. Respondents
in their 50s (28.4%) and company-employee respon-
dents (29.2%) were the highest proportion, respect-
ively, in the age and occupation groups. On the
contrary, of the repeat visitors, 53.8% were female
and 77.8% were married. Repeat visitors were more
likely to be in their 40s (31.6%) and housewives
(21.8%). According to the Chi-square tests, repeat visi-
tors were more educated and had higher incomes
than first-time visitors. First-time visitors were more
likely to visit alone than repeat visitors. Detailed infor-
mation is displayed in Table 2.
Exploratory factor analysis on the performance
of the benefits sought
Eighteen items depicting different benefits from the
hiking experience were measured. In order to look
into the structures of data, to summarize the infor-
mation, and to refine superfluous items, exploratory
factor analysis (EFA) using varimax rotation was con-
ducted. However, since three items showed a low
level of communalities (less than 0.40) these items
were deleted. In addition, two items were ruled out
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because “Cronbach’s alpha if the items deleted with
extracted factors” were higher than overall Cronbach’s
alpha.
As shown in Table 3, results of the factor analysis
using 13 items produced a four-factor structure
which exceeded eigenvalues of 1.0. The amount of
the explained variance within each domain was
22.11%, 16.68%, 15.10%, and 14.11%. All factor load-
ings are close to or higher than 0.44, as rec-
ommended by Comrey and Lee (1992).
Communalities for each item which present the var-
iances accounted for by the factors ranged from 0.57
to 0.84. The value of the Kaiser-Meyer-Olkin (KMO)
measure of sampling adequacy was 0.89, confirming
validation of the factor model. Results of Barlett’s
test of sphericity showed significance (p = .000), indi-
cating the existence of one or more factors. All Cron-
bach’s alpha values were higher than criterion (.70)
recommended by Nunnally (1978). The extracted
factors were labeled escape and relaxation
(Domain 1), experience of regional culture (Domain
2), interaction benefit (Domain 3), and educational
benefit (Domain 4).
Results of impact-range performance analysis
The IRPA uses stated performance as well as implied
importance to identify the impact of benefit attributes
Table 2. Profile of the respondents.
Variables Category
First-time visitors (n = 144) Repeat visitors (n = 174)
χ2 (p-value)% %
Gender Female 58.0 53.8 .43 (.512)
Male 42.0 46.2
Marriage Married 70.9 77.8 1.55 (.213)
Not married 29.1 22.2
Age 20s or younger 14.8 12.4 2.15 (.708)
30s 21.6 19.1
40s 23.9 31.6
50s 28.4 24.4
60s or older 11.4 12.4
Educational level Senior high school or below 43.0 29.2 5.26* (.022)
Undergraduate college or above 57.0 70.8
Household income US$24,000 or less 26.0 28.6 8.10* (.044)
US$24,001-$40,000 45.5 25.5
US$40,001-$63,000 16.9 34.7
More than US$63,000 11.7 11.2
Occupation Company employee 29.2 21.3 4.37 (.497)
Civil servant 5.6 10.4
Housewife 16.9 21.8
Professional 18.0 19.0
Sales/service 11.2 9.0
Others 19.1 18.5
Type of companions Alone 5.8 5.3 4.05 (.399)
Friend/Lover 43.0 37.3
Family 26.7 37.3
College 18.6 12.9
Others 5.8 7.2
Number of companions 1 18.8 4.0 22.57*** (.000)
2 15.0 19.5
3 8.8 20.0
4 6.3 12.0
5 or more 51.3 44.5
Length of stay 1 night 42.0 46.2 .44 (.801)
2 nights 31.8 29.0
3 nights or longer 26.1 24.8
Accommodations 5-star hotel 14.1 15.7 .63 (.986)
4-star hotel 20.5 19.6
Low-quality hotel 5.1 4.6
Local guesthouse 20.5 17.0
Relative’s house 9.0 9.8
Other 30.8 33.3
Note: *p < .05, **p < .01, ***p < .001.
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on overall satisfaction. In Table 4 RIOCS indicates the
sum of penalty indices (PI) and reward indices (RI)
for each benefit attribute. As RIOCS represents incre-
mental changes of each dependent variable, a high
value of RIOCS indicates a high impact in case of extre-
mely high and extremely low performance. For the
first-time visitor group, the highest RIOCS value was
found on “overseeing fantastic natural landscape”
(2.29), “buying unique souvenirs of Jeju Olle Trail”
(2.11), “meeting people and interacting with them”
(1.66), and “having an opportunity to meet new
people” (1.61), and “experiencing the high virtual life
of residents” (1.61). However, for the repeat visitor
group, “feeling relaxed” (1.09) showed a relatively
high value of RIOCS.
As shown in Figure 2, results of the IRPA showed
different patterns between first-time visitors and
repeat visitors. For example, “observing fantastic
natural landscape” is situated into the category of
high impact-high performance for first-time visitors,
whereas “feeling relaxed” is located in the category
of high impact-high performance for repeat visitors.
In the quadrant of low impact-high performance,
“being away from daily life”, “maintaining good
health” were commonly located for both cohorts.
Interestingly, “satisfying intellectual curiosity” was
placed in the low-impact-low performance quadrant
for the first-time visitor group, whereas it was
located in the high impact-low performance quadrant
for the repeat visitor group. “Meeting people and
interacting with them” and “experiencing the virtual
life of residents” were located in a category of high
impact-low performance for the first-time visitor
group whereas these attributes belonged to a low
impact-low performance quadrant for the repeat visi-
tors group.
For the first-time visitor group, “being away from
commercial area”, “enjoying local food”, “satisfying
intellectual curiosity”, “enjoying the cultural value by
visiting museums and event” are located in the low
impact-low performance category. However, for the
repeat visitor group “enjoying local food”, “experien-
cing the virtual life of resident”, “meeting the cultural
value by visiting museums and events”, and “enjoying
the cultural value by visiting museums and events” fall
into the low impact-low performance quadrant.
Finally, the pattern of benefit attributes was
different between the first visitor and repeat visitor
groups. “Being close to other tourism attractions”,
“meeting people and interacting with them”, “experi-
encing the virtual life of residents”, “having an oppor-
tunity to meet new people” and “buying unique
souvenirs of Jeju Olle Trail” were located in the high
impact-low performance quadrant for the first-time
visitor group. However, “satisfying intellectual curios-
ity”, “having an opportunity to meet new people”,
and “buying unique souvenirs of Jeju Olle Trail” were
placed in the high impact-low performance category
for the repeat visitor group.
Results of impact-asymmetry analysis
Results of undertaking IAA are presented in Table 4
and Figure 3. The value of {(highest RIOCS-lowest
RIOCS)/2} is defined as a cutoff between low and
medium impact, and the value of (highest RIOCS-
lowest RIOCS) is defined as a cutoff between
medium and high impact (Mikulić et al., 2015).
Table 3. Exploratory factor analysis of the performance of the benefits sought (n = 318).
Escape and relaxation (eigenvalue = 2.87; 22.11%; α = .80) Factor loadings Communalities Mean
Observing fantastic natural landscape .82 .69 4.07
Being away from daily life .81 .69 4.05
Feeling relaxed .70 .61 3.90
Maintaining good health .70 .67 4.04
Being away from commercial areas .51 .44 3.50
Experience of regional culture (eigenvalue = 2.17; 16.68%; α = .75) Factor loadings Communalities Mean
Enjoying local food .76 .70 3.35
Being close to other tourist attractions .74 .67 3.48
Buying unique souvenirs of Jeju Olle Trail .74 .74 2.88
Interaction benefit (eigenvalue = 1.97; 15.10%; α = .82) Factor loadings Communalities Mean
Meeting people and interacting with them .86 .84 3.29
Having an opportunity to meet new people .79 .80 3.07
Educational benefits (eigenvalue = 1.84; 14.11%; α = .73) Factor loadings Communalities Mean
Experiencing the virtual life of residents .81 .77 3.27
Enjoying the cultural value by visiting museums and events .71 .67 3.04
Satisfying intellectual curiosity .44 .57 3.31
Note: A response was measured as “strongly disagree” (1), “neutral” (3), and “strongly agree” (5).
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Frustrators and dissatisfiers can be interpreted as fun-
damental elements, whereas delighters and satisfiers
are excitement factors of service experiences, accord-
ing to the three-factor theory (Kano et al., 1984;
Matzler & Sauerwein, 2002).
For first-time visitors, the benefit of “observing fan-
tastic natural landscape” was the most impactful basic
benefit of their hiking experience on the JOT, thus
revealing it as a high-impact frustrator. The next
most important fundamental benefits for first-time
visitors were “being close to other tourist attractions”
and “meeting people and interacting with them”.
Those benefits were identified, respectively, as a
medium-impact frustrator and a medium-impact dis-
satisfier. For repeat visitors, the benefit of “feeling
relaxed” was a high-impact frustrator and represents
the most impactful and fundamental benefit. The
next most impactful basic benefits for repeat visitors
were “being close to other tourist attractions” (a
medium-impact dissatisfier), “experiencing the virtual
life of residents” (a low-impact frustrator), and “enjoy-
ing the cultural value by visiting museums and events”
(a low-impact dissatisfier). Those benefits were basic
needs for hikers on the JOT, which means the hikers
will experience dissatisfaction when they cannot get
those benefits from their hiking experience, but at
the same time they will not be satisfied even if the per-
formance on these attributes is high because they
take those benefits for granted.
The comparison of frustrators and dissatisfiers
between first-time and repeat visitors notes that
first-time visitors’ fundamental hiking benefits are
nature, additional tours, and interactions, whereas
repeat visitors’ basic needs are relaxation, additional
Table 4. Results of the IRPA and IAA.
First-time visitors (n = 144)
Domains and items of benefits RI PI RIOCS SGP DGP IA Factor
Escape and relaxation
Observing fantastic natural landscape −.07 −2.22 2.29 .03 .97 −.94 Frustrator
Being away from daily life .74 −.08 .82 .91 .09 .81 Delighter
Feeling relaxed −.64 .30 .95 .68 .32 .36 Satisfier
Maintaining good health −.57 .23 .80 .72 .28 .43 Delighter
Being away from commercial areas .98 −.10 1.08 .90 .10 .81 Delighter
Experience of regional culture
Enjoying local food −.39 .08 .47 .82 .18 .65 Delighter
Being close to other tourist attractions .26 −1.10 1.37 .19 .81 −.61 Frustrator
Buying unique souvenirs of Jeju Olle Trail 1.91 −.20 2.11 .91 .09 .81 Delighter
Interaction benefit
Meeting people and interacting with them −.73 .94 1.66 .44 .56 −.13 Dissatisfier
Having an opportunity to meet new people −.72 −.88 1.61 .45 .55 −.10 Hybrid
Educational benefit
Experiencing the virtual life of residents 1.33 −.22 1.56 .86 .14 .71 Delighter
Enjoying the cultural value by visiting museums and events .92 .15 1.06 .86 .14 .73 Delighter
Satisfying intellectual curiosity −.87 .13 1.00 .87 .13 .75 Delighter
Repeat visitors (n = 174)
Domains and items of benefits RI PI RIOCS SGP DGP IA Factor
Escape and relaxation
Observing fantastic natural landscape .28 .05 .33 .86 .14 .72 Delighter
Being away from daily life .31 −.13 .44 .70 .30 .41 Delighter
Feeling relaxed −.15 −.94 1.09 .14 .86 −.73 Frustrator
Maintaining good health .21 −.03 .24 .86 .14 .72 Delighter
Being away from commercial areas .20 .02 .22 .92 .08 .84 Delighter
Experience of regional culture
Enjoying local food .31 .12 .42 .73 .27 .46 Delighter
Being close to other tourist attractions −.17 −.35 .52 .33 .67 −.34 Dissatisfier
Buying unique souvenirs of Jeju Olle Trail .52 −.04 .56 .93 .07 .86 Delighter
Interaction benefit
Meeting people and interacting with them .25 .04 .29 .86 .14 .72 Delighter
Having an opportunity to meet new people −.60 .10 .70 .86 .14 .72 Delighter
Educational benefit
Experiencing the virtual life of residents .05 −.17 .22 .24 .76 −.52 Frustrator
Enjoying the cultural value by visiting museums and events .07 −.13 .20 .34 .66 −.31 Dissatisfier
Satisfying intellectual curiosity −.55 .15 .71 .78 .22 .57 Delighter
Note: RI and PI are unstandardized regression coefficients.
RI = reward indices, PI = penalty indices, RIOCS = |RI|+|PI|, SGP = |reward index|/RIOCS, DGP = |penalty index|/RIOCS, IA = SGP-DGP.
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tours, and education. The hiking benefit of “having an
opportunity to meet new people” was revealed as a
medium-impact hybrid attribute for first-time visitors,
indicating that this benefit can lead to either satisfac-
tion or dissatisfaction, according to its performance
level. However, hybrid benefits were not discovered
for repeat visitors.
First-time visitors addressed that “buying unique
souvenirs of the JOT” was the most exciting benefit
of their hiking experience – a fact that makes it a
Figure 3. Results of the IAA. Note: The value of {(highest RIOCS-lowest RIOCS)/2} was defined as a cutoff between low and medium impact,
whereas the value of (highest RIOCS-lowest RIOCS) was defined as a cutoff between medium and high impact.
Figure 2. Results of the IRPA.
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high-impact delighter. In a similar vein, first-time visi-
tors indicated that the next most important/exciting
benefits were “experiencing the virtual life of resi-
dents”, “being away from commercial areas”, “enjoy-
ing cultural values by visiting museums and events”,
and “satisfying their intellectual curiosity”. Moreover,
the benefit of “feeling relaxed” was classified as a
medium-impact satisfier, while three benefits were
low-impact-delighters: “being away from daily life”,
“enjoying local food”, and “maintaining good health”.
For repeat visitors, no high-impact delighters were
identified, whereas there were three excitement
benefits indicating medium-impact delighters: “satis-
fying intellectual curiosity”, “having an opportunity
to meet new people”, and “buying unique souvenirs
of the JOT”. Additionally, low-impact delighters were
observed on four hiking benefits: “observing fantastic
natural landscape”, “meeting people and interacting
with them”, “maintaining good health”, and “being
away from commercial areas”. This indicates that
those underlying pent-up needs can generate excite-
ment for hikers on the JOT. Therefore, hikers can
experience satisfaction when they get those benefits
from their hiking experience but the absence of
these benefits did not cause dissatisfaction, because
they consider those benefits to be superfluous. Inter-
estingly, hybrid benefits were not found on IAA
graph shown in Figure 3 for both groups.
Discussion and implications
Discussion
Among the diverse findings of this study, several signifi-
cant points stand out. First, the results of the IRPA and
the IAA indicate different perceptual patterns between
first-time visitors and repeat visitors. For example, the
first-time visitor group indicate a high impact in the
case of extremely high and extremely low performance
on “overseeing fantastic natural landscape” (2.29),
“buying unique souvenirs of Jeju Olle Trail” (2.11),
“meeting people and interacting with them” (1.66),
and “having an opportunity to meet new people”
(1.61), and “experiencing the high virtual life of resi-
dents” (1.61). However, the repeat visitor group reveal
that “feeling relaxed” (1.09) shows a relative high value
of RIOCS. As a result, repeat visitors demonstrate less
sensitivity to benefit factors because they are more
satisfied with the trail compared to first-time visitors.
Second, a comparison of perceptual maps between
first-time visitors and repeat visitors reveal differences
in some benefits. For example, “observing fantastic
natural landscape” is found in the category of high
impact-high performance for first-time visitors,
whereas it is identified in the category of low
impact-high performance for repeat visitors. That is,
first-time visitors perceive this benefit as important
and rate this benefit highly, whereas repeat visitors
perceive this benefit as important but perceive lower
benefits from this attribute perhaps because they
have experienced this landscape previously.
Third, first-time visitors report that “satisfying intel-
lectual curiosity” is considered relatively unimportant
but did report high performance by the JOT manage-
ment. However, repeat visitors are not dissatisfied with
this benefit even though this benefit is important to
them. The results imply that repeat visitors seek intel-
lectual or knowledge activities through walking this
trail. Thus, the two groups showed different drivers
of benefits.
Fourth, overall, both groups exhibit dissatisfaction
with “having an opportunity to meet new people”
and “buying unique souvenirs of the trail” even
though they seek these benefits. Thus, the trail man-
agement should make every effort to enhance these
two benefits. Interestingly, the two cohorts reveal
different evaluation of benefits which are considered
important and perform well. For example, first-time
visitors report high satisfaction on “observing fantastic
natural landscape” because they believe this benefit is
important. However, repeat visitors report high satis-
faction with “feeling relaxed” and “being close to
other tourist attractions” because they believe these
benefits are of significance.
Fifth, results of conducting the IAA show distinct
patterns between the two groups. For example,
“feeling relaxed” is a satisfier with first-time visitors,
whereas this benefit is considered a frustrator by
repeat visitors. That is, first-time visitors report they
seek “feeling relaxed” from hiking, whereas repeat visi-
tors are dissatisfied if this benefit is not provided. Thus
the trail management needs to offer facilities nearby
the trail such as a shelter or a local food restaurant,
or a local massage center to visitors.
Sixth, first-time visitors experience satisfaction with
the hiking experience when they can socialize with
family, friends, and even with new people, or can
experience local life and products, whereas repeat visi-
tors are satisfied when they actually get a chance meet
new people or they gain knowledge during their
hiking experience. Benefits that delight both groups
of hikers are shopping for local goods. Thus, gift
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shops emphasizing locality or providing traditional
crafts need to be offered.
Seventh, an exciting benefit for first-time visitors is
experiencing the virtual life of residents, whereas
repeat visitors show a high level of dissatisfaction
with experiencing the virtual life of residents. Thus
the findings demonstrate that repeat visitors want to
identify more closely with the local residents’ life com-
pared to first-time visitors. Thus, in developing trail
guidelines, the trail authorities need to recommend
that repeat visitors choose trail courses where there
is accessibility to villages and where they can experi-
ence local culture/tradition. This means hikers’ prefer-
ence for seeking an educational experience such as
novelty-seeking or knowledge-seeking through
walking the trail in the island. Since the island has
unique and exotic geological features and customs
(Woo et al., 2013), repeat visitors want to deepen
their experience through being involved with the
local community while hiking the trail.
Academic and practical implications
This study provides three major contributions to the
extant tourism literature. First, this study reflects
current trends that eco-friendly or sustainable
tourism is prevalent. Hiking helps hikers to seek phys-
ical and mental wellness, love for greenspace, and cul-
tural and adventurous tourism (Barton et al., 2009;
Kastenholz & Rodrigues, 2007; Maas, Verheij, Groene-
wegen, De Vries, & Spreeuwenberg, 2006; Marcus &
Barnes, 1999; Moore & Ross, 1998). The combination
of these traits provides an academic imperative to
analyze this field as a sustainable practice of commu-
nity tourism development and sustainability. Specially,
this study augments knowledge about the benefits
that hiking tourists seek. The fact the trail is located
on an island means that hiking benefits are different
from previous studies which emphasize escape and
relaxation, the experience of regional culture, an inter-
action benefit, health, and an educational benefit.
Therefore, the aim of this study is to provide deeper
and better explorations into an understanding of
hiking tourism benefits by utilizing different analytical
frameworks.
Second, this research is the initial attempt to
compare first-time and repeat visitors in the context
of hiking tourism. In the tourism literature, a number
of studies relate to hiking benefits, however, no
effort has been made to investigate the hiking
benefits for first-time and repeat visitors, although
previous work discovered that their behaviors differ
markedly, as does the implication for those behaviors
in marketing planning (Chi, 2012; Kozak, 2001; Opper-
mann, 1998). The results of this study confirm that
differences exist in the underlying needs that first-
time and repeat visitors seek from their hiking experi-
ence. Therefore, the trail management needs to offer
different programs or guidelines to the two groups.
This will lead to satisfaction with their experience
and support of the trail development. A future study
needs to investigate their assessment of the trail and
future hiking intentions.
Third, by applying two different analytical
approaches, this study generates the perceived
benefits for hikers, from various angles. To achieve
that, the IRPA and IAA were conducted to overcome
the drawbacks of IPA, the traditional method of analy-
sis (Back, 2012; Mikulić & Prebežac, 2008; Ye et al.,
2016). By using these new techniques, our study
confirms that the three-factor theory can be used
and expanded to help explain the roles that
different hiking benefit attributes play in determining
satisfaction.
The findings of this study suggest practical impli-
cations for fostering sustainable development man-
agement. Now that a decade has elapsed since the
JOT began, the development of shops, restaurants,
and other auxiliary attractions, including leisure facili-
ties, is becoming increasingly evident near the trail. In
contrast, our results show that visitors, especially first-
time visitors, feel that being away from commercial
areas delights them. Interestingly, results of this
study indicate hikers’ interest in the authenticity of
local communities and natural benefits along the JOT.
In order to prioritize the JOT’s attributes for
effective satisfaction management based on this
study’s findings, the trail authorities need to generate
and employ a more feasible presentation about the
benefits that hikers can obtain from the hiking trail.
For instance, event planners need to develop pro-
motional materials that highlight the trail’s edu-
cational value and pleasant experiential value,
especially for the first-time visitors, while the materials
need to emphasize interaction opportunities for
repeat visitors.
The benefits of shopping for local goods can be
emphasized in order to maximize the effectiveness
of promotional efforts, since buying souvenirs is
revealed to be a high-impact source of delight for
first-time visitors and a medium-impact source of
delight for repeat visitors. Moreover, Jeju Island
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needs to focus on prolonging the length of stay of
repeat visitors who want relaxation from their hiking
tourism, to support sustainable tourism that has
local residents near to the JOT. Introducing local
culture and interacting with tourists, and supporting
residents who want to create more income will
provide substantial benefits to hikers.
Based on the findings, there is a need to develop a
walking festival, educational events, volunteer oppor-
tunities and cultural events every year to highlight and
promote social and educational benefits, which create
excitement for visitors. These efforts can help enhance
brand value and loyalty to the destination (Kim, Choe,
& Petrick, 2018; Kim, Schuckert, Im, & Elliot, 2017).
As a fundamental need, because both groups want
to explore more attractions on Jeju Island, information
about attractions near the JOT should be provided in
promotional materials including QR codes which can
be placed on current signs to direct hikers to further
information which can be accessed over the Internet,
for interested hikers. Furthermore, now that visitors,
especially first-time visitors, demonstrate a preference
for more authentic experiences, such as experiencing
local food and local products, there is a need to show-
case residents’ virtual life because Jeju Island has a
unique culture and lifestyle from the view of outsiders.
As Figure 2 shows, repeat visitors indicated inter-
action benefit and educational benefit as high
impact-low performance. Therefore the JOT manage-
ment need to offer educational value through adopt-
ing interpretation or environment program and more
opportunities to intermingle with other hikers through
holding a hiking event or meeting of like-minded
hiking associations. For first-time visitors programs
which introduce local culture or heritage site along
the trail are needed to be introduced to showcase
virtual life of residents and encounter new island
tradition.
Study limitations and suggestions for future
study
This study is vulnerable to several imitations. First, data
collection was administered on only two trail courses
which are most popular to hikers. Thus, a future
study could be conducted on other courses to
compare the results, in order to explore whether the
results from different courses are similar or different.
Second, this study was designed to identify benefits
to domestic visitors. A future study needs to
examine the benefits sought by international tourists.
Third, it is recommended to undertake qualitative
research among hikers to better understand the
reasons why they go hiking and what kind of improve-
ments JOT can make in order to enhance the hiking
experience. Fourth, five items were deleted in the
process of factor analyzing and thus a future study
needs to identify how the results are different when
including these items in other study settings. Last,
our comparison of results using two distinctive
methods needs to be extended to other types of
tourism in order to understand the benefits sought
and enjoyed by groups who participate in special-
interest tourism, such as wildlife watching, adventure
tourism, gaming, or food tourism.
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